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531 nec'ctpcr,?' is dec 2001 

1. Applicant herewith submits to the United States Elected Office (EO/US) the following items under 
35 U.S.C. Section 371: 
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Section 371(f)). 
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CLAIMS 
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X $80.00 = 
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AUTHORITY 

Where an International preliminary examination fee as set forth in Section 
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and the intemational preHminary examination report states that 
the critena of novelty, inventive step (non-obviousness) and 
industrial activity, as defined in PCT Article 33(2) to (4) have 
been satisfied for all the claims presented in the application 
entering the national stage (37 C.F.R. Section 1.492(a)(4)) 
$100.00 






Total of above Calculations 


= $100.00 
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ENTITY 


Reduction by 1/2 for filing by small entity, if apphcable. Affidavit must be filed, (note 
37 CFR Sections 1.9, 1.27, L28) 


- $50.00 
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Fee for recording the enclosed assignment document $40.00 (37 C.F R Section 
1.21(h)). See attached "ASSIGNMENT COVER SHEET". 


$0 00 
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Total Fees enclosed 


$86.00 
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3. A copy of the rntcrnational application as filed (35 U.S.C. Section 371(c)(2)) is not required, as the 
application was filed with the United States Receiving Office. 

4. A translation of the International application into the English language (35 U.S.C. Section 
371(c)(2)) is not required as the application w^as filed in English. 

5. Amendments to the claims of the International application under PCX Article 19 (35 U.S.C. Section 

371(c)(3)) are transmitted herewith. 

6. A translation of the amendments to the claims under PCX Article 19 (38 U.S.C. Section 371(c)(3)) 
is not required as the amendments were made in the English language. 

7. A copy of the international examination report (PCX/IPEA/409) is not required as the application 
was filed with the United States Receiving Office. 

8. Aanc\(es) to the international preliminary examination report is/are not required as the application 
was filed with the United Stated Receiving Office. 

9. A translation of the annexes to the international preliminary examination report is not required as 

ihe annexes are in the English language, 

10. An oath or declaration of the inventor (35 U.S.C. Section 371(c)(4)) complying vnth 35 U.S.C. 
[•'^ Section 1 15 is not submitted herewith, but will be submitted at a later date. 

Y II. Other document(s) or information included: 

; 

"t! 11. An International Search Report (PCX/IS A/2 1 0) or Declarafion under PCX Article 17(2)(a) is not 
required, as the application was searched by the United States international Searching Authority. 

12. An InfoiTnation Disclosure Statement under 37 C.F.R. Sections 1.97 and 1.98 will be transmitted 
within XHREE MONXHS of the date of submission of requirements under 35 U.S.C. Section 371(c). 

CI 

13. Additional documents: 

? 

[ \^ 

a. Copy of request (PCX/RO/101) 

b. Copy of front page of WIPO pubhcation WOOl/73642 

14. Xhe above items are being ti'ansmitted before 30 months from any claimed priority date. 
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required by this paper and during the entire pendency of this application to Account No.: 500341 
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37 C.F.R. Section L492(a)(l), (2), (3), and (4) (filing fees) 

37 C.F.R. Section 1.492(b), (c), and (d) (presentation of extra claims) 

37 C.F.R. Section 1.17 (application processing fees) 

37 C.F.R. Section 1.17(a)(l)-(5) (extension fees pursuant to Section 1.136(a)) 

37 C.F.R. Section 1. 492(e) and (f) (surcharge fees for filing the declaration and/or filing an 
English translation of an International Application later than 20 months after the priority 
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Field of The Invention 

The field of iiie invention is electronic direct marketing. 

Background of The Invention 

5 Direct marketing can be viewed as involving six major steps; targeting an 

audience, creating a suitable message, delivering the message to a prospect, motivating the 
proi^ect to act upon the message, closing a transaction, and tracking the response. Over 
the years advances in computer and other technologies have altered the systems and 
methods by which each of these components are employed, and most recently the 
10 widespread implementation of public electronic networks such as the fotemet have opened 
Q the field of electronic direct marketing. 

'fz With respect to backing, it is presently known to track a potential customer's 

I jl response to electronic direct marketing by monitoring a recipient's activities on a web site. 
!r Many web sites, for example, keep track of "hits" per page, time spent on each page or 

p; 15 portion ofa page, and recipient initiated transfers from one page to another. Of course, 
jlj any site selling a product or service also generally keeps track of the customers, what they 

order, their demographics, and very often their hobbies, interests, and the like. One system . 
rU that has taken web site trackiiig to a reMvely sophisticated lev^ The 

yesmailcom website employs its proprietary etrack™ system to monitor recipient defined, 
20 web site based "tracking pomts". 

Valuable tracking information can, however, be lost by requiring a potential 
customer to hyperlink to a website, and then tracking his behavior from the web site. One 
potential problem is that the recipient may never get onto the website. In addition, web 
site tracking gives the advertiser information about the recipient's behavior with respect to 
25 the website, not with respect to the advertisement per se, Web site tracking doesn't, for 
example, tell the advertiser how long the prospect waited to open the conGonercial, or how 
long he viewed the commercial before jumping to the website, or whether he forwarded 
the commercial to others. Still further, reliance on web site tracking can cause individual 
advertisers to miss valuable information from cross-branded advertising. For example, if 

1 
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an advertisemeiit has links to both McDonalds™ and Coca-Cola™, and the viewer 
transfers only to the McDonald's site^, Coca-Cola™ may gdn no information at all about 
the transfer. 

It is known for an electronic commercial (ecommercial) to directly track prospect 
5 responses, but previously, such tracking has bpen used in only a limited manner. This 
makes sense because ecommercials are regarded as a means of getting a recipient to a web 
site, not as an end in theniselves. It also makes sense because much of the sophisticated 
tracking done on web sites is inapplicable to econamercials. For example, tracking how 
long a prospect rests on each page is meaningless when the ecommercial only has one 
1 0 page. Thus, one software package known "24/7", for example, tracks simplistic 

information such as the number of impressions, cUck-throu^ to web sites, and so forth, 
= ^ directly in the commercial, but still relies on the sophistication of the web site at the other 
;2 end of a hyperlink to record the bulk of the tracking information. Another software 

package known as "digitalimpcatcom'^ is somewhat more sophisticated, using code within 
: " 1 5 the econamercial itself to track when the message was opened, and where it was 
^=1 forwarded. 

J In October, 1999 the present applicant filed PCT application no. 

^;:[ PCT/US99/23824, entitled Methods And Systems For Tracking Electronic Commercials. 

"S That application disclosed sending to a recipient an electronic commercial containing both 

4 1 ^0 a video component and tracking software, storing the commercial locally to the recipient 
as an executable file, and using the tracking software to transmit tracking information to a 
distant server. While that subject matter constiluted a considerable improvement over the 
prior art, there was still a need to provide more specific interaction between the sender of 
the commercials and the recipients of the commercials, 

25 Summary of the Invention 

The present invention provides methods and systems of viral marketing in which 
recipients of commercial messages are rewarded for forwardmg the messages to others. 

Preferred commercial messages comprise advertisements such as may be foxmd in 
traditional print or broadcast media, and may be co-branded. The subject matter of the 
30 commercials can be virtually anything, fi:om consumer products to poUtical concepts. 

2 
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Messages can be sent to the recipients in any suitable form. E-mail is especially 
preferred since it generally allows the recipient to conveniently forward the message to 
others without assistance. It is especially contemplated that messages may be forwarded 
intact» or modified or supplemented by the recipient 

5 Rewarding of the recipients for forwarding the commercial message can be 

accomplished in any suitable manner, as for example by providing redeemable points or e- 
money. Rewards may vaiy according to any number of factors, including the number of 
forwards executed by the recipient, and the number of subsequent generations of forwards 
spawned by the recipient Reports summarizing liie rewards and/or forwarding history 
10 may be provided to advertisers, recipients, or others. 

Various objects, feature, aspects and advantages of the present invention will 
become more apparent fi:om the following detailed description of preferred embodiments 
of the invention, along with tiie accompanying drawings in which like numerals represent 
like components. 

15 

Brief Description of The Drawings 

Fig. 1 is a schematic of viral forwarding of electronic ecommercials according to 
the inventive subject matter. 

Fig. 2 is a schematic of a method of providing rewards for viral forwarding of 
20 electronic ecommercials according to the inventive subject matter. 

Detafled Description 

In Figure 1 an electronic maihng system 1 includes an advertiser 10 that provides 
an advertising messages database 22 and a marketing prospects database 24. These 
databases 22, 24 are utilized by a marketing agent 30 to send an electronic commercial 3 1 
25 to a 1^ generation recipient 40. The first generation recipient 40 forwards the commercial 
3 1 to 2" generation recipients 5 1 , 52, who in turn forward the commercial 3 1 to third 
generation recipients 61-65, and so on through a final nth generation recipient 71 . 
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The term "advertisers" is used herein in the broadest possible sense, including any 
entity trying to impact the thinking or behavior of ofh^s. hi many instances the desired 
impact will include motivating the recipient to purchase goods or services. In other 
instances the desired impact may be to cause the recipient to vote in a given manner in an 
5 election, or a poll. In still other instances the desired impact may be of a very general 
nature, perhaps increasing societal awareness of alcoholism. 

The term "conamercial" is used herein in a very broad sense to mean any message 
intending to motivate a recipient to take an action favorable to an advertiser. Commercials 
may be simple textual baimer ads, but more preferably include rich-media graphics such as 

1 0 animation, a photograph or oflier image, or an audio tract Still more preferred 

commercials include video and branding graphics. Especially preferred commercials will 
be those tiiat communicate a value proposition communicated in 30 seconds or less. 
Currently the most preferred commercials include an audio tracts a video tract, branding 
graphics, and hyperlinks, all delivered in a single executable file. These and other 

15 embodiments are as described in concurrently filed application serial nos. 

PCT/US99/23824 and 60/159,049, which are incorporated herein by reference. Still other 
preferred embodiments include "slide-show" commercials as described in concurrentiy 
filed application serial no. PCT/US99/ 23822, which is also mcorporated herein by 
reference. 

20 The advertising messages database 22 stores advertising content used in preparing 

ecommercials. The content typically includes text, chaits, graphics, video, and audio 
components, but may also include any other components that can be sent via electronic 
mail. Preferred advertising messages database 22 contain both finished commercials and 
portions of commercials that can be combined together to produce finished commercials. 

25 It is especially contemplated that audio and video tracks are mcluded in at least some of 
the components and finished conunercials. The advertising messages database 22 may be 
quite large. Finished commercials may run about 30 seconds of play time, and with current 
compression technologies, may require about 0.5 to 1.0 megabyte of storage space per 
commercial. Depending on how many commercials are bemg handled, and how many 

30 variations are being stored, the advertising messages database 22 may easily require 50 - 
100 giga bytes of storage space. 
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The marketing prospects database 24 is essentially an electronic address book, 
containing electronic mailing addresses for individuals, businesses, organizations, and so 
forth. Some or all of tiie prospects may have opted into the mailing list, or into another 
group that may or may not have any relationship to the advertising content The prospects 
5 database 24 may be entirely proprietary to the owner of the system 1, or it may be 
obtained from an outside source. It is also contemplated that the prospects database 24 
may comprise some or all of a co-sponsorship database as described in the concurrently 
filed application titled "Custodial Database for On-Line Marketing", corresponding to 
attomey docket 604. 16, which is incorporated herein by reference. 

10 An optional modification subsystem 26 modifies the commercial or commercials 

being sent out, possibly under the direct control of an operator (not shown). Operator 
control allows commercials to be constructed as needed to satisfy the needs of various 
advertisers. It is contemplated, for example, that an operator may create a commercial in 
only a few minutes by selecting from stock audio tracks, backgrounds, video clips, and 

1 5 animation or other graphics that may be included in the advertising messages database 22. 
Such components may or may not be advertiser-specific. 

The marketing agent 30 may be an employee of the advertiser, but is preferably 
independent or quasi-independent of the advertiser. An exemplary marketing agent 30 is 
eCommercial.com™. The marketing agent 30 most likely uses a rules set to match up 

20 messages from the advertising messages database 22 with marketing characteristics (age, 
gender, etc) recorded for the prospects in the prospects database 24. Such characteristics 
advantageously include data obtained from responses to previous electronic commercials, 
and stored in a prospect database. In some embodiments the matching nntay merely 
comprise selectmg pre-existiag commercials, but in preferred embodiments the marketing 

25 agent 30 creates custom tailored commercials 3 1 for each at least some of the first 
generation recipients 40 based at least in part upon tiiose recipients* marketing 
characteristics. 

It is contemplated that multiple commercials (not shown) will be sent to individual 
1®* generation recipients. The multiple commercials can differ in only one component or 
30 in more than one component. Especially contemplated are multiple commercials that 
differ in several components, including at least three visual components and at least one 

5 
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audio component. Also especially contemplated are multiple commercials that differ from 
one another by the content of their video or audio clips, such as by the language employed 
in an audio clip. 

In another aspect of the inventive subject matter the automatic assembling of the 
5 multiple commercials occurs in relatively close temporal proximity to their transmission. 
In especially preferred embodiments at least 10% of the commercials are transmitted to at 
least some of Hiee targeted recipients within 24 hours, and more preferably within 2 hours, 
and still more preferably within 30 minutes of their production. Viewed from another 
perspective, it is preferred that on average at least one commercial is assembled for every 
10 500 of the targeted prospects, more preferably one commercial for every 50 prospects, and 
still more preferably one commercial for every 10 prospects. 

3 Finished coromercials may also be modified on an as needed basis ("on the fly") 

!!f uiider automiatic couliol of lie control subsystem One possible modification 

involves chaaoging the language of the commercial &om English to Spanish for Spanish 
J1 1 5 speakiQg prospects. Other contemplated modifications may substitute difSferent visual or 
'"T audio background tracks, or video clips depending on the age or sex of individual 

3 prospects. These and other modifications may be triggered by information contained in the 

1J prospects database 30. 

^ A modification of particular interest is inclusion of an identification code in an 

20 ecommercial. Such codes serve to individually link preferences, interests or other data 
obtained from previous advertising campaigns with particular records in the prospects 
database 24. If, for example, a recipient indicated in response to a previous campaign that 
he has no interest in certain types of clothing, that information could advantageously be 
stored in the prospects database 24, and employed in subsequent campaigns to avoid 
25 sending that person advertisements relating to such clothing. 

An authentication subsystem (not shown) optionally authenticates commercials 
being transmitted, as for example with a Verisign™ digital signature. This is important 
because many firewalls are configured to filter out messages that are not authenticated. 
Not all commercials need to be authenticated, however, and a majority of such 
30 commercials may not be authenticated due to the substantial overhead costs required. The 

6 
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authentication decision can be made on a campaign basis, but is preferably made on an 
individual basis, possibly relying on data stored in the prospects database 24. 

Transmission of the various commercials 3 1 can be accomplished in any suitable manner. 
E-mail is preferred because of its simplicity and current ubiquity. There are, however, 
5 several preferred methods and systems that are tliought to accommodate the high volume 
of relatively large outbound transmissions involved in sending full audio-video 
ecommercials. Such methods and systems are described in PCT application serial no. 
PCT/US99/22948 titled "Load Balancmg Via Message Source Selection", filed October 
12, 1999, U.S. Provisional application serial nos. 60/158926 titled "Message Content 
10 Based Routing", 60/158925 titled 'T)ynamic Routing via Shortest Delivery Time", 

60/158993 titled "Historical Delivery Tune Based Routing Tables", all filed October 12, 
1999, and concurrentiy filed PCT application titied "Outgoing Message Load Balancing", 
respectively, each of which is incorporated herein by reference. 

Each commercial is preferably transmitted to the 1®' generation recipients 40 as an 
1 5 executable file, which is defined herein to mean a file that is directly interpreted or 

executed by the operating system of a computer as opposed to being "played" by player 
software. Although it is contemplated that commercials, and perhaps the tracking or 
playing software, can be transmitted as multiple files, it is preferred to transmit the entire 
commercial and all software needed to track or play the commercial as a single file. It is 
20 also contemplated that some or all of the commercial or supporting software can be 

downloaded separately fi*om the transmission that includes the commercial. For example, 
it is contemplated that a fully functioning, multi-page commercial can be transmitted in an 
e-mail message. When the recipient opens the commercial, or perhaps reaches a given 
point in the presentation, his system contacts a distant server to download additional 
25 pages. Multi-page commercials of this type are disclosed in the concurrentiy filed 

application titied " Multi-Page Executable Comm^cials" corresponding to attorney docket 
604.09, which is incorporated hereui by reference. 

Earlier generation recipients also preferably send the commercial 3 1 along to 
subsequent generation recipients using e-mail. Prior to forwarding, it is contemplated that 
30 the forwarding recipients may well modify the commercial 3 1 , such as by entering a 
comment in a comments field (not shown) provided for that purpose. Earlier generation 

7 
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recipients may send commercials to any nxHnber of subsequent generation recipients. For 
simplicity, the number of forwards displayed in the figures is kept to a minimum. At some 
point it is likely that the conmiercial 3 1 will be forwarded no fiirther. The last recipient is 
deemed to be the nth recipient. 

5 In Figure 2 a tracking system 80 tracks responses of the various recipient 71 (not 

shown) to receiving the commercials 3 1 using tracking messages 82. The tracking system 
80 may or may not reside on a computer operated by the marketing agent 30. The tracking 
information can be as simplistic as whether or not the e-mail containing the commercial 
was ever received by the recipient, and if so when it was opened. More sophisticated 

1 0 tiacking data may include file opening time, video start and stop times, cursor positioning, 
and forwarding date and forwarding address. Such information may advantageously be 
stored in the "cookies" section, or preferably in the registry of fee recipient's computer. 
Tracldng preferably takes place over at least two generations of recipients, and more 
preferably over at least three generations. The generations tracked may or may not be 

15 contiguous, so that for example tracking may occur for generations 1, 3 and 4. 

In any event the tracking system 80 provides the marketmg agent 30 with traicking 
information, which is then used to provide the forwarding recipients (here, recipients 40, 
5 1, 52, and 62) with some sort of reward 90. Preferred rewards are those that can be 
transmitted digitally, such as by providing redeemable points or e-money. Rewards may 
20 vary according to any number of factors, including the number of forwards executed by 
the recipient, and the number of subsequent generations of forwards spawned by the 
recipient. Reports summarizing the rewards and/or forwarding histoiy may be provided to 
advertisers, recipients, or others. 

In Figure 3 a method, it is contemplated that a method of viral marketing 200 may 
25 comprise the steps of: providing a commercial message in an electronic medium 2 1 0; 
providing the commercial mess^e to a recipient 220; the recipient forwarding the 
commercial message to a later generation recipient 230; tracking an aspect of the 
recipienf s forwarding of the commercial message 240; and rewarding the reward for 
forwarding the commercial message 250. 
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Viewed generically in terms of a system, it is contemplated that a system of viral 
marketing may comprise: a commercial message stored in an electronic medium; a first 
transmitting system that sends the commercid message to a recipient; a second 
transmission system operated by the recipient that forwards the cormnercial message to a 
5 later generation recipient; a tracking system that tracks an aspect of the recipient's 

forwarding of the commercial message; and a rewarding system that provides a reward to 
the recipient for forwarding the conamercial message. 

Thus, specific methods and systems of rewarding recipients of commercials for 
forwarding the commercials to others have been disclosed. It should be apparent to those 

10 skilled in the art, however, liiat many more modifications besides those already described 
are possible without departii^ from the inventive concepts herein. The inventive subject 
matter, therefore, is not to be restricted except in the spirit of the appended claims. 
Moreover, in interpreting both the specification and the claims, all terms should be 
interpreted in the broadest possible manner consistent with the context. In particular, the 

15 terms "comprises" and "comprising" should be interpreted as referring to elements, 

components, or steps in a non-exclusive manner, indicating that the referenced elements, 
components, or steps may be present, or utilized, or combined with other elements, 
components, or steps that are not expressly referenced. 
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CLAIMS 



1 . A method of viral marketing comprising: 

providing a commercial message in an electronic medium; 
5 providing the commercial message to a recipient; 

the recipient forwarding the commercial message to a later generation recipient; 
electronically tracking an aspect of the recipients forwarding of the commercial 
message; and 

using the electronic tracking as a basis for rewarding the recipient for forwarding 
10 the conmiercial message. 

2. The method of claim 1 wherein the commercial message comprises an 
advertisement, 

SI 

3. The method of claim 1 wherein the commercial message comprises a company 
logo. 



15 4. The method of claim 1 wherein the commercial message is co-branded. 

Tj"' 5. The method of claim 1 wherein the commercial message comprises a political 
message. 



|V| 6, The method of claim 1 wherein the step of providing the conunercial message to 
the recipient comprises sending the message to the recipient via e-mail. 

20 7. The method of claim 1 wherein the step of forwarding the commercial message 
comprises sending the message to a later generation recipient via e-mail 

8. The method of claim 1 wherein the recipient is a first generation recipient. 

9. The method of claim 1 wherein the step of forwarding comprises the recipient 
indirectly forwarding the commercial message by providing another entity with an 

25 address of the later generation recipient, and the entity causing the forwarding to 

occur. 
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10. The method of claim 1 wherein the step of forwarding the commercial message 
comprises forwarding at least a portion of the commercial message that includes an 
advertisement. 

1 1 . The method of claim 1 wherein the step of forwarding comprising the recipient 
5 forwarding the conmiercial message without modification to the later generation 

recipient via e-mail. 

12. The method of cledm 1 wherein the step of forwarding comprising the recipient 
supplementing the commercial message. 

13. The method of claim 1 wherein the step of forwarding comprising the recipient 
1 0 modifying the commercial message. 

14. The method of claim 1 wherein the step of tracking comprises tracking forwarding 
13 of the commercial message through at least two generations. 

1 5. The method of claim 1 wherein the step of tracking comprises tracking forwarding 
i Jl of the commercial message through at least three generations. 

Q 16. The method of claim 1 wherein the step of tracking comprises tracking forwarding 
= j[ of the commercial message through at least three contiguous generations. 

m 

r ;l 1 7. The method of claim 1 wherein the aspect of the forwarding being tracked 
comprises a forwarding date and a forwarding address. 

18. The method of claim 1 wherein the step of rewarding comprises providing a 

20 reward that varies depending upon a total number of later generation recipients to 

which the commercial message has been forwarded. 

19. The method of claim 1 wherein the step of rewarding comprises providing a 
reward that varies depending upon a number of generations to which the 
conmiercial message has been forwarded. 

25 20. The method of claim 1 wherein the step of rewarding comprises providing a 
reward selected from the list consisting of redeemable points and e-money. 
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The method of claim 1 further comprising providing a supplier of the commercial 
message with a report summarizing a forwarding history over multiple generations. 

The method of claim 1 further comprising providing the recipient with a report 
summarizing a forwarding histor>' over multiple generations. 
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Practitioner's Docket No. 100604.0027US1 



PATENT 



COMBINED DECLARATION AND POWER OF ATTORNEY 

(ORIGINAL, DESIGN, NATIONAL STAGE OF PCT, SUPPLEMENTAL, DIVISIONAL, 

CONTBVUATION, OR C-I-P) 



As a below named inventor, I hereby declare that: 

TYPE OF DECLARATION 

This declaration is for a national stage of PCT application. 

INVENTORSfflP IDENTIFICATION 

My residence, post office address and citizenship are as stated below, next to my name. I believe that I am 
an original, first and joint inventor of the subject matter that is claimed, and for which a patent is sought on 
the invention entitled: 

TITLE OF INVENTION 

SYSTEMS AND METHODS OF VIRAL MARKETING 



SPECIFICATION IDENTIFICATION 

The specification was described and claimed in PCT International Application No. PCT/USOO/08169 filed 
on March 27, 2000. 



ACKNOWLEDGMENT OF REVIEW OF PAPERS AND DUTY OF CANDOR 

I hereby state that I have reviewed and understand the contents of the above-identified specification, 
including the claims, as amended by any amendment referred to above. 

I acknowledge the duty to disclose information, which is material to patentability as defined in 37, 
Code of Federal Regulations, Section 1.56, and which is material to the examination of this application, 
namely, information where there is a substantial likelihood that a reasonable Examiner would consider it 
important in deciding whether to allow the application to issue as a patent. 

PRIORITY CLAIM (35 U.S.C. Section 1 19(a)-(d)) 

I hereby claim foreign priority benefits under Title 35, United States Code, Section 119(a)-(d) of 
any foreign application(s) for patent or inventor's certificate or of any PCT international application(s) 
designating at least one country other than the United States of America listed below and have also 
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identified below any foreign application(s) for patent or inventor's certificate or any PCT international 
application(s) designating at least one country other than the United States of America filed by me on the 
same subject matter having a filing date before that of the application(s) of which priority is claimed. 



Such applications have been filed as follows. 



PRIOR PCT APPLICATION(S) FILED WITHIN 12 MONTHS 
(6 MONTHS FOR DESIGN) PRIOR TO THIS APPLICATION 
AND ANY PRIORITY CLAIMS UNDER 35 U.S.C. SECTION 119(a)-(d) 



INDICATE 
IF PCT 


APPLICATION NUMBER 


DATE OF FILING 
DAY, MONTH, YEAR 


PRIORITY 

CLAIMED 
UNDER 35 U.S.C. 
SECTION 119 


PCT 


PCT/US00/08I69 


27 March 2000 


Yes 



POWER OF ATTORNEY 



I hereby appoint the following practitioner(s) to prosecute this application and transact all business 
in the Patent and Trademark Office connected therewith. 



APPOINTED PRACTinONER(S) 
Roberto. Fish 
David J. Zoetewey 
Sandra P. Thompson 
Martin Fessenmaier 



REGISTRATION NUMBER(S) 
^^388CL 

46697 



I hereby appoint the practitioner(s) associated with the Customer Number provided below to 
prosecute this application and to transact all business in the Patent and Trademark Office connected 
therewith. . 

SEND CORRESPONDENCE TO DIRECT TELEPHONE CALLS TO: 



Robert o. Fish Robert 0. Fish 

Rutan& Tucker. LLP (714)641-5100 

-aLAirtoaBlid.,14lEto 
Costa Mesa. CA 92626 ^__^ 
USA ■ • 
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DECLARATION 

I hereby declare that all statements made herein of my own knowledge are true and that all 
statements made on information and belief are believed to be true; and further that these statements were 
made with the knowledge that willful false statements and the like so made are punishable by fme or 
imprisonment, or both, under Section 1001 of Title 18 of the United States Code, and that such willful false 
statements may jeopardize the validity of the application or any patent issued thereon. 

SIGNATURE(S) 




Richard MCEWAN 
Inventor's signature / / 

Country of Citizenship USA , 
Residence Dana Poin t, CA t/fj' 
Post Office Address MindArrow Systems, Inc. 

101 Enterprise, Suite 340 
Aliso Viejo, CA 92656 USA 



Robej:t PETERSEN <---<^=^-^p^--^"C::;^ 
InventorVsig 

Date / yir/Q ^ 

Country of Cimenship USA 

Residence L a lu/jjA. /U/^ it /A CA 

Post Office Address MindArrow Systems, Inc. 

101 Enterprise, Suite 340 
Aliso Viejo, CA 92656 USA 
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